Abstract. With the continuous improvement of economy, the chain catering industry developed rapidly. This paper takes Xiamen Chain Catering as the research object, drawn that five dimensions of service quality have a positive impact on customer satisfaction except assurance; and tangible and empathy have positive impact on customer loyalty. To enhance consumer loyalty, suggestions are put forward such as upgrading store design, increasing modern services and facilities, adopting electronic menus and speeding up food updates, improving service sincerity and timely feedback.
Introduction
With the growth of economy, people's consumption consciousness and consumption ability have changed qualitatively. Catering industry is one of the traditional pillar service industries in China. The competition between catering industry has become more and more fierce with the rapid rise of the brands. Most chain catering business strategy are tried all ways to find the development of new customers, companies underestimated the profits brought by repeat customers, maintain regular customers than to develop new customer to bargain. As an important member of the catering industry, chain catering should pay attention to the research of service in order to meet the needs of customers.
Literature Review
Since 1980, many scholars began to research the quality of services. Gronroos (1984) propose a comparatively complete concept of customer perceived service quality. He believes that the perceived quality of service is the difference between the service expected by the customer and the service performance actually perceived by the customer [1] . PZB proposed five dimensions of service quality in 1988: tangible, reliability, responsiveness, assurance and empathy [2] . Scholars put different industries as the research object and study the impact of service quality on customer loyalty. After the empirical research, the main conclusions as follows: the first is the quality of service has a direct or indirect impact on customer loyalty, Shuwei Tang (2013) argued that there was a significant positive correlation between the quality of service in the supermarket and customer satisfaction and customer loyalty [3] . Wei Lihua (2013) argues that the quality of Chinese chain catering service has a significant positive impact on customer loyalty [4] ; the second is through the intermediate variables such as the perceived value of customers, customer satisfaction or customer trust, etc. Have a significant impact on customer loyalty. Li Chao (2016) finds that the perceived value of customers plays a complete mediating role in the positive and indirect effects of personalized service on customer loyalty; the third is the five dimensions of service quality, respectively, have an impact on customer loyalty levels [5] . Li Yan (2014) believes that it can be divided into six aspects, customer satisfaction as the middle of the variable, responsiveness, functionality and credibility have a significant positive impact on customer satisfaction and customer loyalty [6] . Liao Xiaoqin (2013) think most of the dimensions of search engine service quality have a direct and significant impact on user loyalty [7] .
Model Construction and Hypothesis
Model Building. This paper reviews the previous scholars' research on service quality, customer satisfaction and customer loyalty. It is reference "Empirical Study on the Impact of Service Quality on Customer Loyalty in Chinese Chain Catering Industry" (Lihua Wei, 2013) [4] and "Empirical Study on the Impact of Supermarket Service Quality on Customer Loyalty" (Shuwei Tang, 2013) [3] , the construction model is as shown in the following Fig. 1 . 
Research Hypothesis
Service Quality and Customer Satisfaction. In China, most consumers prefer to evaluate the satisfaction of the service experience after conducting the personal experience. In other words, consumers agree that service quality determines customer satisfaction. Therefore, this study makes the following assumptions about the relationship between the dimensions of service quality and customer satisfaction:
H1: Tangibility has a positive impact on customer satisfaction; H2: Reliability has a positive impact on customer satisfaction; H3: Responsiveness has a positive impact on customer satisfaction; H4: Assurance has a positive impact on customer satisfaction; H5: Empathy has a positive impact on customer satisfaction.
Service Quality and Customer Loyalty. There many academic research on service quality and customer loyalty, most agree that there is a direct relationship between customer loyalty in all dimensions of service quality. This study makes the following assumptions about the relationship between the dimensions of service quality and customer loyalty.
H6: Tangibility has a positive impact on customer loyalty; H7: Reliability has a positive impact on customer loyalty; H8: Responsiveness has a positive impact on customer loyalty; H9: Assurance has a positive impact on customer loyalty; H10: Empathy has a positive impact on customer loyalty.
Customer Satisfaction and Customer Loyalty. Most scholars agree that there is a direct relationship between customer satisfaction and customer loyalty; customer satisfaction directly affects customer loyalty; customer satisfaction as the basis for customer loyalty; customer satisfaction for customer loyalty has a positive effect. This study makes the following assumptions about the relationship between the customer satisfaction and customer loyalty.
H11: Customer satisfaction has a positive effect on customer loyalty.
Questionnaire Design and Research Design. In this paper, the questionnaire design adopts the SERVQUAL scale to combine the previous research, which is divided into four parts, the first part measures the quality of service: a total of 22 questions; The second part measures customer satisfaction, a total of 4 questions; The third part measures customer loyalty, a total of three issues. The fourth part is the interviewee's basic information. Except the fourth part, all questions are measured by 5 LIKERT scales.
The purpose of this study is to explore the impact of service quality on customer satisfaction and customer loyalty for the chain catering industry in Xiamen. Based on the results, suggestions would be put forward. The scope of the survey is mainly in Xiamen.
Data Analysis
Descriptive Statistical Analysis. 260 questionnaires were distributed in this survey, 203 questionnaires were actually collected; the actual recovery rate is 78.1%. The object of this survey is the chain catering consumers in Xiamen, adopting the network survey and on-site distribution.
Among the participants, 70 are male, accounting for 43.8%, 90 are women, accounting for 56. 2%. Questionnaire participants are mainly 18-30 years old, accounting for 69. 4%. Most of the participants are undergraduate degrees, accounting for 81.9%. The average monthly income of the participants was mainly RMB3000-7000. As shown in Table 1 , the Cronbach's alpha is 0. 962, which is higher than 0. 7 indicating that the inherent consistency of the scale is very good. First KMO and Bartlett's test method to determine whether the data suitable for factor analysis. As shown in Table 2 . KMO value of 0. 908 ≧ 0. 90 is excellent, Bartlett's Test approx chi-square is 3322. 693, df is 231, p <0. 001 is very significant, explain that this scale is suitable for factor analysis.
Internal Consistency Reliability

Content validity
Factor Analysis Method. In total, five factors with eigenvalues greater than 1 were extracted, Tangible, reliability, responsiveness, assurance, empathy, the variance explained by 5 factors accounted for 79. 679% of the total variance accumulation, greater than 50%. The five factors can reflect most of the information more completely, it is appropriate to extract these five factors.
Regression Analysis Prediction Method. Xiamen chain catering service quality, customer satisfaction and customer loyalty have good reliability and validity, Xiamen chain catering service quality of customer satisfaction and customer loyalty factors affecting the relationship between the model into a statistical model, as follows.
Model 1: Predictors are Empathy, Assurance, Responsiveness, Tangibility, and Reliability, strain is customer satisfaction. As shown in Table 3 and Table 4 , R is the overall relationship between the dependent variable and all the independent variables, and can measure the fitting degree of the regression equation. Adjust the R value of 0. 738, indicating that the fitting regression equation is acceptable. F value is 90. 598, significance is 0. 000, Less than 0. 001 shows that the overall regression effect reached a significant level, which means that all the independent variables have a significant linear effect on the overall customer satisfaction, can be the next analysis. The significance of assurance is greater than 0. 05, did not pass the test of significance, the regression model can be drawn as follows.
Customer satisfaction = 0. 488 + 0. 209 Tangible +0. 128 Reliability +0. 094 Responsiveness +0. 056 Assurance +0. 392 Empathy From the coefficient size can be seen empathy coefficient maximum, therefore empathy has the greatest impact on customer satisfaction, followed by the tangible, reliability and responsiveness, the least affected is the assurance.
Model 2: Predictors are Empathy, Assurance, Responsiveness, Tangibility, and Reliability, strain is customer loyalty. As shown in Table 5 and Table 6 , R is the overall relationship between the dependent variable and all the independent variables, and can measure the fitting degree of the regression equation. Adjusted R-squared value of 0.738, indicating that fit the regression equation may be acceptable. F value is 70. 839, significance is 0.000, Less than 0.001 shows that the overall regression effect reached a significant level, which means that all the independent variables have a significant linear effect on the overall customer satisfaction, can be the next analysis. The significance of reliability, responsiveness and assurance is greater than 0.05, did not pass the test of significance, the regression model can be drawn as follows.
Customer loyalty = 0. 43 + 0. 215 Tangible + 0. 89 Reliability + 0. 03 Response + 0. 032 Assurance + 0. 515 Empathy From the coefficient size can be seen empathy coefficient maximum, therefore empathy has the greatest impact on customer satisfaction, Followed by tangible and reliability.
Model 3: Predictor is Customer loyalty, strain is Customers satisfaction. As shown in Table 7 and Table 8 , R is the overall relationship between the dependent variable and all the independent variables, and can measure the fitting degree of the regression equation. Adjust the R value is 0. 697, This shows that the regression equation fitting degree is acceptable. F value is 805. 287, Significance is 0.000, less than 0.001 shows that the overall regression effect reached a significant level. This means that all the independent variables have a significant linear effect on overall customer satisfaction, can be the next analysis. The regression model can be drawn as follows.
Customer Satisfaction = 0. 049 + 0. 975 Customer Loyalty
Results of Hypothesis Testing
In this paper, Xiamen chain catering industry is the research object. By applying SPSS24.0 to analyze the data obtained, this study has a certain scientific and practical nature. The hypothesis testing is summarized in Table 9 . The Use of Electronic Menus and Timely Feedback. Recommend the use of electronic menus and speed up the food updates, popularized the tablet menu can update the menu with food reference image effectively. Avoid color menu damage and paper menus that are not environmentally friendly. Improve service sincerity and timely feedback. Make customers feel the waiter help them with sincerity, respond the feedback in time and increase service reliability.
Regular Training and Accurately Recording of Bills.
It is suggested that the catering staff of Xiamen chain should be trained in a regular time. To be customer-centric, passionate service, make the customers feel right at home, Service personnel should pay attention to service efficiency through the entire service process. It also should be recommended that the accurately billing records, not only record the name of the dish on the bill but also recommended to add the exact price.
Carrying Out Promotional Activities and Improve the System of Members. To carrying out a wealth of promotional activities, make use of the lunch break or less customer traffic spare time to operate, such as the use of Alipay students verify, set this time as a college student discount period. Make full use of the store idle time. Proposed to improve the membership system upgrade, carry out membership promotions, increase personalized service, focus on the details of the service process.
Conclusion
From the results of this study can be learned, the various dimensions of quality of service, except assurance produced a significant positive impact on customer satisfaction. Customer satisfaction has a positive effect on customer loyalty. Tangibility and empathy service quality has a positive effect on customer loyalty. According to the results of empirical research, from the tangibility, reliability, responsiveness and empathy four proposed marketing strategies to improve recommendations.
